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CERC	Value	Proposition
CERC	drives	economic	development	in	Connecticut	
by	providing	research-based	data,	planning	and	
implementation	strategies	to	foster	business	
formation,	recruitment	and	growth.



Cost	Based	Budgeting
Cost-Based	Budgeting

Starting	Point	 Last	Year	=	BASE	costs
Focus	 Add/	Subtract	costs	re:	BASE
Addition		 Autopilot	increases	=	new	BASE	

Plus	“needs”
Subtraction	 “Cut”	from	new BASE
Submission		 Justification	for	needs/costs	-- plus	a	

little	extra



Cost	Based	Budgeting	(cont.)
Incentives	 Build	up	costs	- make	cuts	hard
Analyst’s	job	 Find	hidden/	unnecessary	costs
Elected’s	job		 Choose	to	cut	services,	OR	

Raise	taxes	to	cover	costs
GET	BLAMED!

Focus	of	debate	 What	to	cut
What	to	tax

What	drives	
decisions?

Avoiding	pain	before	next	election



Budgeting	for	Outcomes	Asks	
Four	Basic	Questions

1. How	much	revenue	will	we	have:	What	price	of	
government	will	we	charge	our	citizens?

2. What	outcomes	matter	most	to	our	citizens?

3. How	much	should	we	spend	to	achieve	each	outcome?

4. How	can	we	BEST	deliver	each	outcome	that	citizens	
expect?



Baltimore	Framework



South	Carolina’s	“Budgeting	for	
Results:”	An	Overview	of	the	Process



South	Carolina’s	Budgeting	for	Results	
Structure



1.	Decide	How	Much	to	Spend
It’s	a	choice:	Raise	taxes	or	fees?	Cut	spending?		Or	
both?

A	Leadership	Group	should	make	the	decision:
◦ Legislative	leaders
◦ Executive	branch
◦ Business,	education,	community,	and	labor	leaders.



2.	Set	the	Priorities	of	Government:	
The	Results	Citizens	Desire

If	you	have	time,	ask	the	residents	(we	did):
◦ Surveys
◦ Focus	groups
◦ Internet	surveys
This	input	creates	legitimacy	for	the	process.
But	the	Leadership	Team	should	make	the	final	
decisions.



InformCT	Consumer	
Confidence	Survey	(2017	Q3)

Source: InformCT Consumer Confidence Survey, 2017 Q3



Budget	Priorities(2017	Q4)

Source: InformCT Consumer Confidence Survey, 2017 Q4



3.	The	Leadership	Team	
Then	Prices	the	Priorities

How	much	should	CT	spend	on	each?	

◦ What	is	the	relative	worth	of	each	priority?

It’s	a	judgment--a	strategic	choice--not	science.

These	numbers	can	be	adjusted	later	in	the	process--but	
they	serve	to	create	a	finite	pot	of	money	for	each	
outcome	goal.



4.	Deliver	the	Outcomes:	Results	
Teams	Create	Purchasing	Strategies

Results	Teams	are	“Buying	Agents”	for	citizens

They	include	strategic	thinkers	who	do	not	have	an	axe	to	
grind	or	a	program	to	protect

They	could	include	legislators,	legislative	staff,	executive	
staff,	residents,	and	knowledgeable	outsiders	(from	
academia,	think	tanks,	etc.)



South	Carolina’s	Results	Teams	
(Inter-agency	Appointees)



Results	Teams’	Tasks
First	task:	Define	three	key	indicators,	so	you	can	
measure	progress.	e.g.,	for	“Better	Health”
◦ Infant	mortality	rate
◦ Self-perception	of	health	on	survey
◦ Percentage	with	health	insurance

Second	task:	Figure	out	what	really	matters.		What	
factors	most	impact	the	outcome?



Baltimore	Population	
Outcomes
• Infant	mortality	rates	dropped	38%	between	2009	and	2015	
• Property	crime	decreased	2.2%	between	2011	and	2016
• The	employment	rate	for	16-64	year-olds	increased	11.6%	from	

2010	to	2015
• The	number	of	jobs	in	Baltimore	increased	6.2%	between	2010	

and	2016
• 23%	more	people	reported	walking	and	40%	more	people	

reported	biking	in	2015	than	in	2009
• Watershed	bacteria	levels	were	down	70%	in	2016	from	2011	

levels
• Usage	of	recreational	facilities	increased	89%	between	2011	and	

2016



Baltimore:	Tips	for	Replication
Get	Ready	for	a	Fundamental	Shift
Leaders	Need	to	“Own	It”
Create	an	Environment	for	Collaboration
Communication	is	Key
Provide	Opportunities	for	New	Leaders	to	Emerge



Next	Steps
Create	Leadership	Team
Set	the	Price	of	Government
Determine	Priorities
Create	Results	Teams
Adopt	Strategic	Program	Area	Reviews
Reorganize	Budget	Division	and	Appropriations	around	
Priorities
Results	Teams	Reports	become	Budget	(with	blessing	of	
Leadership	team)



Thank	You
Robert	W.	Santy
President	&	CEO

Connecticut	Economic	Resource	Center,	Inc.
860-571-6200
rsanty@cerc.com


